Implication of GIS for Marketing

Introduction


Place, product, and promotion are the three key areas of marketing.  Place involves everything that has to do with getting the product to the customer, where to send the product so that customers can have easy access, as well as almost anything else that has to do with location or transportation.  Since Geographic Information Systems present information with regards to geography it is especially applicable to the Place component of marketing.  Product involves the actual, physical product that is sold to the customer.  Product is not limited to just tangible products, but also encompasses the service industry.  The Promotion aspect of marketing is concerned with making the customer aware of the product and with arousing the customer’s desire for that product.  Geographic Information Systems are powerful tools to aid each of the aforementioned aspects of marketing.  In an increasingly competitive global market companies may find themselves unable to function without the aid of GIS.  In this paper we will give numerous examples of how Geographic Information Systems have helped individual companies make better marketing decisions.


Before we break down our paper into the 4 main categories of marketing we believe that it is important to note that while GIS is a powerful tool it is still only an electronic mapping tool.  The data that powers the computerized maps has to come from other sources.  Some of the better sources of data are the U.S. census bureau, demographic information provided by local governments, and various database companies.  GIS is a tool that takes all this data and makes it more meaningful.  The quality of a GIS analysis will only be as good as the quality of the data so the old computer adage, “garbage in, garbage out,” certainly applies in spades to GIS.  GIS is expensive to install and maintain and it will never be worth the effort if proper care isn’t taken with the information (Garry).  That being said GIS is still an incredibly powerful marketing tool, and we will outline several case studies in which GIS not only helped answer marketing questions, it revolutionized the way that company did business.   

Implication of GIS for Promotion


Promotion another one of 4 P’s of marketing and is the activity that most people associate with the field of marketing in general.  Promotion is all about advertisement and making customers more aware that the product exists.  In the old days most companies focused on mass-marketing, in which they used one generic advertisement was aimed at a wide audience.  In a world of increased competition it is becoming more and more important to focus on specific customers and not waste precious advertising money on customers who have no desire for your product.  Direct marketing is the wave of the future and GIS is a crucial tool for making a direct marketing plan effective and cost efficient.  


One example of GIS and direct marketing working together is a local newspaper with a small circulation but a very specific customer demographic.  Traditionally most advertisers have focused in on large newspapers with huge circulations.  Now, thanks to GIS, smaller neighborhood publications are starting to get a bigger chunk of the advertising market.  Thanks to GIS small newspaper can provide corporate advertisers incredibly in-depth profiles of the customers in their service area.  With GIS advertisers can find out how much the local customers are spending annually on a certain product or service and adjust their advertising accordingly.  Many advertisers might be more inclined to invest in a paper with a smaller circulation that more specifically matches their demographic rather than spending a lot more money on an advertising campaign that may only effectively reach a handful of their target demographic.  GIS might not be as practical for a large newspaper because their audience is so massive that a demographic breakdown based on geography wouldn’t as useful to them (Hitchcock). 

GIS helps to even the playing field somewhat between small and large publications, while at the same time ensuring that advertising companies don’t waste money on ineffective add campaigns.  Companies have no money to waste and GIS is an effective software tool to ensure that no waste incurs.  GIS gives smaller publications a competitive advantage, while at the same time giving advertising companies a better platform for their products.  Marketing, more specifically promotion, is a major concern for all private business.  However, private companies are not the only ones who have promotional issues that need to be resolved (Hitchcock). 

While most multimedia companies have become adept at analyzing marketing data and adjusting their respective products accordingly, one segment of the market has lagged behind in recent years; the outdoor billboard market.  Billboard companies have a product that customers really can’t avoid seeing so why has the outdoor advertising market cooled in recent years?  The problem is that while billboard companies have a product that consumers can’t avoid seeing, they have no idea who these customers are and what they respond to (Steinberg).

Overall outdoor billboard advertising makes up less than 2% of the multimedia market.  Revere National Corporation, an billboard advertising company in Philadelphia, hopes to increase it’s sales through the use of GIS software.  The first thing that the GIS software teaches the company is that the best place to locate billboards isn’t in neighborhoods where their primary demographic lives, but rather in places where they drive past.  In fact less than 90% of the targeted demographics live in the same area as the billboards (Steinberg).
GIS helped Revere National to plan a better business strategy by pointing out a common misconception in their industry that the best place to locate advertisements was the neighborhoods where their demographics lived.  Now when doing a sales pitch to a specific advertiser with a specific marketing mix, Revere sells their billboards based on the demographics of the people that drive by them, not the demographics of the areas they are located.  Revere has gained a lot of credibility with advertisers and sales are quickly starting to increase (Steinberg).  Had the company not used GIS software they would have continued to operate their business under several faulty assumptions.  Revere’s sale’s pitch would have been off, and the company would have lost credibility.  This proves that GIS is an essential tool for both analyzing data and for direct marketing  campaigns.  You can’t tailor a promotion to your customer unless you know you customer, and GIS allows a company to both analyze a customers demographic information and to present that information in a more meaningful way.  
Illinois' McHenry County College, located near Chicago, has turned to GIS to help them with their marketing needs.  McHenry County College has grown significantly from the 42 students that were in it’s original graduating class.  The campus now has over 11,000 students and expects to see more than 17,000 in coming years.  The problem the school faces, however, is show to inform perspective students of their academic programs without wasting too much time and money.

The method previously employed by McHenry College was basically a direct-mail marketing campaign.  The school’s Office of Marketing and Public Relations would send course catalogs to every local address in the city limits.  The problem with that strategy was that every single registered address received a mailing, even if it was an uninhabited home or a construction site.  The school was wasting thousands of dollars on postage and receiving very little return on investment.  Len Walker, director of the Office of Public Relations and Marketing, decided that there had to be a better way so he turned to GIS (Romeo).


Walker first noticed the weaknesses of the school’s direct marketing campaign when he constructed a spreadsheet of all the different routes and noted which ones brought the most return on investment for the school.  Walker decided that direct marketing would be needed in order to eliminate the waste that is often associated with mass marketing.  Walker turned to the consulting firm TETRAD Computer Applications, Inc., a consulting form that specialized in using location based computer applications like GIS to solve problems, to help with the effort (Romeo).


The first thing Walker did was to create a database of the various students that have been enrolled at McHenry County College over the years.  The database contained basic demographic information on the students including their age, income, and mailing address.  By placing the database into a GIS program the school was better able to see where their students lived and what demographics were the most receptive to their course catalog mailings.  The things that Walker was most interested in were the age of household occupants, the annual household income, their ethnicity, and the highest level of education of every member in a particular household.  By using GIS for a direct marketing campaign the school was able to earn a much higher return on investment then it had in previous years.  The software and installation itself cost about $10,000, with $60,000 savings on printing and $40,000 savings on postage in the first year.  As the Marketing office becomes more and more proficient in the use of the software an eve higher return on investment could be expected in the future (Romeo).


GIS is a useful tool not only to private industry but also to any organization with marketing needs.  Nonprofits, schools, and government at every level can benefit from the use of Geographic Information Systems.  McHenry County College managed to save over $100,000 dollars when employing the software, proving that GIS has an application for almost any organization with marketing needs.  GIS can help to eliminate waste in government, making it of use not only to specific organizations, but to society as a whole.  


Schools are not the only nonprofit institutions to make use of GIS for their promotional needs.  The Information Services Department of the National Cancer Institute is one such example.  The National Cancer Institute, or NCI, is a federally funded organization that both researches cancer and tries to keep the public informed of important cancer related health topics.  One the organizations primary goal is to promote preventative health care through public education.  The organization is primarily focused on groups that are considered to be “medically underserved (Lubenow, pg 54 - 55).”


The NCI worked with Alameda County, California to try and provide better health education to local demographics that were found to be at a high risk but had little access to medical information or services.  The first thing the NCI did was to define a geographic service are based on zip codes.  The zip codes were then broken down into smaller blocks of about 250 –350 households and then assign each block to a category based on the lifestyle of their members.  Using GIS analysis it was divorced that the group with the biggest cancer risk was low-income African America Women 50 and older who had had very little health screening in their lives.   GIS identified the demographic that the NIC needed to be looking at, but now the question was how to reach them (Lubenow, pg 54 - 55).


The GIS analysis showed that most of these women were the head of a multigenerational household and had numerous children and grandchildren to care for.  These women were often home during the day, frequented the same grocery stores, and mostly didn’t own vehicles.  With all this in mind the NIC used a three-pronged marketing approach involving customized leaflets and flyers, a walking tour in select neighborhoods with one-on-one conversations with certain women, and coupons for the health care services they needed.  The result was a 136% increase in the number of women who got cancer screening and clinical mammograms.  That was more than double the county’s goal.  The incredible response wouldn’t have been possible without the use of GIS to identify the demographics that were most in need of cancer education and how to reach those demographics (Lubenow, pg 54 -55). 


The end result of Alameda County and the NIC teaming up was improved public health and maximized usage of public funds.  Since the county was able to specifically identify their target demographic they were able to design a customized marketing campaign based on the lifestyle patterns of that demographic.  The overall health of the public was improved because more women were informed about he risks associated with breast cancer, and as a direct result more got tested thus allowing for earlier responses to potential health hazards and improved preventive health care (Lubenow, pg 54 - 55).  


Marketing is of concern to any origination that needs to inform the public of the products or services it offers.  Direct marketing has been proven to be far more effective than mass marketing because the various add campaigns can be fine-tuned so that they appeal to specific demographics.  In the case of the above-mentioned case study the NIC was able to design an ad campaign that helped the largest segment of the population because they used GIS to find out which demographic segments were most at risk, where they lived, and the best way to market to them.  GIS has numerous applications to help companies generate revenue and earn a profit, but it also has many socially beneficial applications such as informing an undereducated, underserved segment of the population that their health may be in danger.  It’s important for the government to do it’d job and look after the well-being of the general population because, after all, if the majority of the population is dying from disease who will be left to buy the products and services of the private industry?

Implication of GIS for Product


Product is another of the 4 P’s of marketing.  Product has to do with the design and packing of the final product that makes it’s way to consumers.  As marketing becomes more and more important many companies are designing their products based on the wants and needs of their customers.  GIS can help companies to provide a better product mix because different people in different parts of the world want different products.  GIS is all about information and how it pertains to geography, making it a powerful tool for any company who’s product design is largely based on the area in which it is sold.


One example of a company that made an efficient use of GIS for its product is Producers Assistance Corp., a Texas based company that provides staffing services.  Producers Assistance Corp, or PAC, fulfills the staffing needs of various oil and gas companies.  PAC is a service company so both the quality of the service and the time it takes to complete that service are both major factors in how customers evaluate PAC’s product.  It was once a simple matter for PAC to locate workers for oil companies when all of the operations were off shores and only lasted a few weeks.  Now many operations are inland and require more traditional employees that will basically be reporting to the same location every day.  What was once a simple matter of doing a database search for people with compatible skills has become more complicated because of the additional variable of geography.  Thanks to GIS PAC can now find a list of qualified people within the area.  GIS has enabled PAC to offer a better product, in this case more employees, which can be delivered in a shorter period of time (Lais).  


Another example of a company that uses GIS to create a better product is Buckeye Cablesystem.  Buckeye has evolved recently form a simple cable company to a full service communications system.  They offer voice, video, music, and data transmission services.  The company has been very successful in it’s endeavor and most of that success has been attributed to the use of GIS to plot and quickly respond to customer needs (Harrison).  

At some point Buckeye realized that they wanted to be more than just a cable company, they wanted to be a full-fledged communication service.  They went about the arduous task of plotting fiber optic cables and matching their systems new services to neighborhood demographics.  The most important part of his project was the mapping, which, under the old system, wouldn’t have taken weeks just to make a few changes.  GIS gave them a constant real-time geographic display that they could change as both their needs and the needs of their customers changed (Harrison).

  Had Buckeye not used GIS for their product design the overall system upgrade could have taken years.  Thanks to GIS Buckeye was able to quickly upgrade their system to match customer needs, and will easily be able to make additional changes in the future.  GIS helped create a product that was tailored to customer needs in a relatively short span of time, proving that GIS is an essential tool for any product that deals largely with georgic information.  
Implication of GIS for Place

Of all the elements of marketing place is perhaps the most compatible with GIS.  As stated earlier in this paper GIS is primarily concerned with information and how it relates to geographic location.  The place element of marketing is concerned with everything from where to place stores, logistics, and distribution to where to place billboards so your product will get maximum exposure.  In order to make good decisions a company needs good information but perhaps even more important is that a company needs a frame of reference for which to judge that information.  GIS provides that frame in the form of a map, which in the case of the Place aspect of marketing, is completely relevant.  For this section we will present numerous examples of how companies have used GIS to make better decisions about all those things that fall under the place aspect of marketing.


On example of a company that made an intelligent use of GIS is Coinstar.  Coinstar, a Washington based company, managed to build a profitable business from spare change.  Coinstar places coin-counting machines outside of grocery stores all over the nation that count coins then give a receipt that can be traded for cash or groceries in the store.  The most difficult decision for Coinstar to make over the years has been where to place their machines.  Placing the machine in the right location where the right people live is of the utmost importance.  If Coinstar places a machine in a location that gets lots of traffic and the people actually want the service then the company stands to make a fair profit.  However, if the company places a machine in a location that is sparsely populated and the locals are afraid of technology, the company will actually lose money by paying for a machine that costs them so much a month but generates no revenue.  When it came time to make the decision about where to place their machines Coinstar made the right choice and elected to use GIS to help them make this most crucial of business decisions.  (ESRI, “Coinstar”)


The first thing Coinstar did was to create a database.  The database proved to be somewhat troublesome for the company as the size of the database grew with each new location and the fact that each department basically has it’s own private database that it did not want to share with everyone else.  Coinstar eventually turned to GIS in order to both integrate the data and to give that data more meaning.  The conversion to GIS didn’t happen overnight and Coinstar had to eat up a lot of time evaluating different GIS software brands using both technical and non-technical staff.  The company had to conduct extensive interview to find out just what everyone’s data needs were.  Converting to GIS was expensive and time consuming but in the end it was worth the effort.  Now all the departments not only have the same data, they also have the same frame of reference.  (ESRI, “Coinstar”)


GIS helped make Coinstar a more intergraded and effective company.  Without GIS the company would have continued to make business decisions without complete information and the company itself would have remained highly fragmented from the departments not working together.  GIS not only helped the company make money, it unified the entire corporation and forced everyone in the organization to communicate and work toward the same strategic goal.  


As can be seen in the previous case study location is a crucial part of business planning.  Location decisions are among the most important business decisions that a company can make.  Location decisions often involved long-term costs and commitments.  The impact on revenues, investments, and operations can be immeasurable.  Some of the important factors affecting location decisions include competition in the area, the costs of doing business in that particular area, and the opportunity costs of doing business in one place and not doing it in another.  (Stevenson, pg. 348)


Some of the most important factor to consider when choosing a location include the availability of materials, if the company happens to be a manufacturing company, and the availability and cost of labor in the market.  Utilities such as energy and water costs different amounts in different areas, and then there’s always the factor of both local and state taxes.  An often-overlooked factor is the attitude of the local populace toward having a new enterprise in their area.  The demographic breakdown of a market is crucial to the business, and if the company doesn’t cater to the proper marketing mix then it will not survive (Stevenson, pg. 349).  GIS allows a company to consider all of these variables and more, and with GIS all of these factors can be evaluated with regards to the location.  


The old methods for choosing business locations involved managers sifting through dozens and dozens of financial reports while at the same time trying to decipher incredibly complex tabular information.  The task of answering the question “Where will my business do best?” (Taylor) was a long arduous task that often yielded mixed results while eroding the delicate mental balance of many, many managers.  Now thanks to GIS all that information that used to have to be sorted by hand and then somehow assimilated can now be easily produced on a map along with statistical analysis of the data (Taylor).


GIS allows managers to quickly and accurately interpret data that would otherwise have very little meaning to them.  GIS maps allow managers to see trends in the data, pinpoint where sales are strong and weak, and even to determine areas with great sales potential that have been ignored for one reason or another.  In order to understand demographic information and apply it correctly companies used to do what was called exploratory analysis.  This analysis could easily take days, but computer calculations only take a couple of hours at the most.  Once a business has a more thorough understanding of what drives their business they can write decision rules that have even more meaning.  One example would be Quakers Oats employee shading areas where sales had declined more than 10% red, where sales had increased more than 10% green (Taylor).  GIS becomes even more powerful with a sophisticated user and a clear business goal.

Computerized mapping is especially helpful when trying to managers want to target a tightly defined geographic area such as an ethnic neighborhood.  In ethnic marketing the most important things are an appropriate message and selecting the proper location, such as specific supermarkets, to concentrate sales efforts.  The real beauty of computerized GIS mapping is that it can not only answer those specific questions, but the map can be tweaked to other questions as well.  GIS assimilates all the information from a variety of sources and then presents it in a meaningful way, making it’s potential marketing applications almost limitless (Taylor).

GIS can answer many important questions about marketing and location.  Location choices are always crucial but in some industries they are even more important.  The more closely tied a company’s product or service is to geography, then the more important the location decision.  

One industry that knows all to well the importance of location is the real-estate industry.   According to the old adage real estate is about three things; location, location, location.  Presently MLS, or multiple listing services, provides abundant data on real-estate sales.  This data comes from various real estate boards across the country.  This data is invaluable to brokers, homebuyers, home sellers, appraisers, lenders, and basically anyone connected to real estate.  The problem with this data is that it all comes in a series of tables that hard to read and eve harder to understand.  Thanks to GIS the once bland MLS data has become much more useful.  Not only does GIS give a more relevant presentation of the data, it also allows the user to perform in depth database analysis including the generation of demographic statistics (Bible).


One of the ways that GIS makes the MLS data more useful is by grouping it into districts.  It would be possible to list every home sale as a data point on a GIS map, but that would be pointless and ultimately give the data no more meaning than listing it in a table.  GIS allows a geographic area to be broken down into districts based on average sales data.  By breaking down an entire city into districts a real estate company is able to map the general characteristics of specific neighborhoods.  By knowing both the location and the demographic breakdown of the various neighborhoods real estate companies are able find locations that better meet the needs of their customers.  GIS takes the ambiguity out of location decisions by providing both a geographic reference and valuable database analysis tools.  If a realtor wanted to find a house in a neighborhood where the average income was $60,000 and the median age was 35, GIS would could easily run a query and highlight those locations on a map (Bible).  GIS is an incredibly powerful tool in the business world, and as competition becomes more and more fierce many companies may find themselves unable to function without it.  


Yet another company that has made an excellent use of GIS software is the ever popular Red Lobster restaurant chain.  Red Lobster has perfected a 7 step process that incorporates the use of GIS software to answer geospatial and marketing questions.  The first step Red Lobster takes is to use GIS to map out a potential market and see if that market has been saturated with restaurants.  The second step using GIS to perform a geographic inventory of both local demographics and potential competition.  Step 3 uses GIS to analyze the performance of current restaurants in the area and Step 4 uses GIS to locate the best possible restaurant locations.  Step 5 assess market penetration and Step 6 identifies the best geographic markets for penetration.  The last step is to make a decision, which is largely affected by the GIS data output.  GIS can take all the variable if a potential market place and present them geographically, thus making the information more relevant and easier to understand (Thrall).  Without the use if GIS software Red Lobster wouldn’t have been able to make such good location decisions, and probably wouldn’t be the restaurant giant that it is today.

Location is also a crucial element for banks.  Using GIS software banks are able to plot the best locations based on the demographics of their customers, average number of bank transactions, and the cost of doing business in certain areas.  GIS also takes into account the penetration of certain markets and which markets are growing the fastest and why (Reider).  Banks have no money to waste on bad location decisions, and an efficiently run banking system is in the best interests of everyone.  

Another part of the place aspect of marketing is distribution.  Distribution has to do with logistics and how to get the product or service to the customer (Wikipedia, Distribution”).  Distribution is a crucial part of any business, especially when delivering a product or service that consumers might require for their every day lives.  Distribution can involve many variables, sometimes too many variables for a normal person to take into account.  The advantage of GIS, and all information systems, is its ability to statistically analyze large volumes of data and transform it into relevant information.  GIS can perform those types of analyses and then present the information with regards to geography, making an invaluable tool for any organization that has distribution concerns.


One example of a company using GIS to help with their distribution problems is We Energies in Milwaukee, Wisconsin.  We Energies once had a separate system for GIS, computer aided design, and it’s outage management system.  These separate systems caused almost as many problems as they solves, often providing three contradictory solutions to the company’s distribution needs.  We finally decided to integrate the three systems with the GIS being the dominant software (Shaw).


We Energies hired KEMA Inc., a utility consulting company, to solve their problem.  KEMA suggested using GIS software to map everything and then have the output be displayed in CAD, or computer assisted design.  The new system combined ArcGIS with a robust Oracle spatial database.  The new system was able to display the electric company’s entire distribution network, identifying lines that needed to be repaired and calculating alternate routes for power.  The new GIS program for We Energies has created a system that combines asset management with operations management and optimizes the way that the company’s assets are delivered.  Everyone from the engineering to the ops department has made use of the new system to more efficiently distribute electricity to their customers.  When the system first went on-line it detected over 15 connectivity problems in We Energies distribution network.  GIS’s ability to display geographic data in technical terms in almost real time has made it an invaluable asset to We Energies (Shaw).  


We Energies was able to use GIS to run a more efficient operations.  Had the company not used GIS it would have continued to run an inefficient distribution network that had multiple connectivity problems.  We Energies made full use of GIS by integrating it with it’s other systems.  GIS took all the guess work out of identifying distribution problems and allowed the company to more efficiently deliver it’s product to the end-user.  The company more than doubled it’s return on it’s initial investment proving that GIS is both a sound investment and a crucial marketing tool to ensure that no company resources ever goes to waste (Shaw).  Distribution was essential to the business of this electric company but distribution concerns are also prevalent in another industry, the delivery service sector.

Sears Roebuck and Company is an example of a company that has used GIS to plan their routing and delivery system (Hickey).  The system planned out routes based on a number of variables including distance, accident rate per route, and the upkeep of the road.  Using all of the variables the GIS software was able to calculate the most efficient route resulting in $9 million one time savings and over $42 million in annual savings (Weigel).  GIS answered a question for this company that ended up saving them millions of dollars.  Now that the company has lower operating expenses they can both appease their stockholders and lower the overall cost of their service, thus obtaining a crucial competitive edge in the delivers service market.  
Implication of GIS for Price


Price is the literal quantitative “price” that a company charges for their product or service.  Price is an essential part of the marketing mix because often the final decision that a consumer makes is based on the price of the item.  For GIS purposes we couldn’t find any specific case studies connecting the use of GIS to the price a company charges.  However, we do believe that GIS does help to reduce the overall price of goods and services by helping with the other P’s of marketing.


As we have already discussed earlier in this report GIS can be used to help companies make better decisions with regards to place, product, and promotion.  Marketing expenses are one of the most significant costs a business can incur and one of the most important.  GIS helps businesses and non-profits make better decisions because it presents information geographically that can be statistically analyzed using general database tools.  GIS makes all of an organization’s marketing efforts more precise, and therefore more cost effective.  GIS reduces costs by both creating a greater return on investment for marketing expenditures and be providing the proper analysis to ensure that no money is wasted on ineffective mass marketing in which the majority of the audience is uninterested in the product or service.  Since GIS reduces marketing costs it reduces overall expenses, thus allowing companies to charge lower prices for their products or services.  


Although not specifically related to price there is one case study about a company named Agricorp using GIS to verify claims.  Agricorp insures farmer’s crops, and have combined GPS with GPS to track the total amount of crops that a farmer has.  The company using it’s combined system to track the total supply of crops that it’s member grow each year.  If a crop is somehow wiped out the company knows the exact amount and value of the crop, and thus the exact value of the claim.  Agricorp also uses GIS to tracks claims patterns of it’s farmers to help it detect early signs of insurance fraud (Meckbach).  

All of the 4 P’s are interconnected so what benefits one area of marketing benefits the other.  If a company can more efficiently promote it’s product and setup a more efficient channel of distribution then it can charge less for it’s product.  Furthermore if GIS can help determine what specific customers in specific areas are looking for in a product or service, then a company can customize that product for that specific geographic area.  All the different aspects of a business; marketing, finance, human resources, etc., affect on of the other aspects.  The same is true for marketing so the more efficiently that one of the P’s; place, promotion, price, product, is planned the better all the other P’s end up becoming.  Good marketing is probably the murkiest field of business because it is largely a study of human behavior, much like sociology or psychology, and human and their wants and needs are one of the most difficult economic variables to predict.  GIS takes a lot of the guess work out of marketing, thus making a more efficient business and a more efficient economic system.


Even though there are many benefits to using GIS as a business tool it may not be the best tool for every business.  Some of the factors that should be considered before considering the implementation of a GIS system include cost of the software, cost of the support staff, and social impact it may have on the community.

Discussion

COST

GIS software can be purchased from many different vendors with ESRI, MapInfo, Intergraph and CARIS being the most popular.  These vendors often provide different packages that will range in price depending on the needs of your business.  According to Saccomano, “ the price for a standard, stand-alone desktop version using Windows, such as ArcView by Esri Inc. or MapInfo, by MapInfo Corp., runs between $800 and $1,500 on average.  The price goes up from there depending on the data or applications that come with the package.”  The initial cost of the software is not the only cost that will be needed to keep the software functional.  There are licensing fees and just like every other software program it will need to be kept up to date with software upgrades that are offered by the manufacturer of the software at an additional cost.  

SUPPORT STAFF 

Finding a support staff to operate the software is another expense that needs to be taken into account before implementing the software. If your business only intends to use the software as a direct marketing tool it may be cheaper to hire an outside agency to collect and analyze the data needed and do the marketing for you.  This would give you the full benefits of the software without the added cost of new employees.

SOCIAL IMPACT


Since GIS uses graphical imaging to project real world objects such as roads, land, houses, population demographics and numerous other things there is going to be a portion of the population that may find this information as an invasion of their privacy.  A business or corporation should fully understand the rights of their customers and the public in general.  According to Pickles, “we need to be clear about the different ways in which technologies affect specific groups and regions, reconfigure social relations, and increase the potential for the exploitation of some to the benefit of others”.


In conclusion after fully assessing both options of implementing GIS as a marketing tool or continue to mass market we believe that it is better to implement your own GIS system.  In the long run any organization whether it is a non-profit, private, public corporation or government agency will have the ability to increase sales through direct marketing; an increase in the customer database will also be seen because you can now market to their customers buying habits making them much more likely to buy your product.  Internally the sales department can use it to show their sales in specific regions, indicating to the sales staff where new sales efforts are needed.  Logistically GIS can be used to plan a new business location, or plan service routes. This will allow for faster service dispatch times and an overall higher level of efficiency in the service department.  The overall end result of GIS implementation will create a common frame of reference that can be used by all personnel from all departments.  GIS is an ever-expanding field, and will become more and more central to business planning, evaluating, marketing, and logistics.
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